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PREFACE 
I n t h e c h a n g i n g s o c i o - e c o n o m i c e n v i r o n m e n t of t o d a y , 
t h e m a r k e t i n g s t r a t e g y of a f i r m i s i n f l u e n c e d by d i f f e r e n t 
c l a s s e s o f consumers t h a t c o n s t i t u t e t h e m a r k e t of t h e p r o d u c t . 
T h i s i s p a r t i c u l a r l y t r u e i n c a s e of m a r k e t i n g of consumer 
g o o d s . Hence i n a l l m a r k e t i n g e i f o r t , c o n s u m e r s a r e t h e f o c u s 
of a t t e n t i o n . 
I n t h i s c h a n g i n g s o c i o - e c o n o m i c e n v i r o n m e n t , m a r k e t i n g 
e x e c u t i v e s have t o cope w i t h many p r o b l e m s . P r o p e r l y v i e w e d , 
t h e s e p r o b l e m s a r e a l s o o p p o r t u n i t i e s . M a r k e t i n g manager mus t 
e n d e a v o u r t o u n d e r s t a n d t h e c o m p l e x i t i e s of consumers behav io i a r 
and g i v e due w e i g h t t o wha t t h e y bj,i:^ve t o be more i m p o r t a n t 
f o r c e s a c t i n g on t h e c o n s u m e r . B e f o r e m a r k e t i n g o p p o r t u n i t i e s 
c a n be r e c o g n i s e d and m a r k e t i n g s t r ^ ^ i e g i e s a d o p t e d , consumers 
t r a i t s o r c h a r a c t e r i s t i c s must be s t u d i e d . 
The I n d i a n t o o t h p a s t e and t o o t h b r u s h m a r k e t i s p r i m a r i l y 
a b u y e r s o n e . Consun^r s h a v e a wide r a n g e of c h o i c e oft t h e i r 
d i s p o s a l . C o r p p e t i t i o n among m a n u f a c t u r e r s and m a r k e t e r s of t h e s e 
b r a n d s jHfe a l s o i n c r e a s i n g . So i t o f f e r s a wide r a n g e of 
s c o p e t o e x p l o r e t h e consumer b e h a v i o u r and b u y i n g p a t t e r n . 
An i n s i g l ^ t i n t o consumer b e h a v i o u r and b u y i n g h a b i t s w i l l be 
of immense b e n e f i t t o m a r k e t e r s . 
OBJECTIVE O ^ THe Survey 
ii-l 
OBJECTIVE OF THE SURVEY AND HYPOTHE.S|S 
The s u r v e y was c o n d u c t e d k e e p i n g i n v i ^ w / o f t h e 
f o l l o w i n g o b j e c t i v e s a n d h y p o t h e s j ^ . 
I.OBJ&GTIVKS 
1. To determine whether price has any impact over the 
brand loya l i t y or no t . 
2. To find out the most popular brand of toothpaste in 
the market. 
3 . To find out whether medicinal a t t r i b u t e s of the t o o t h -
paste i s more important than non-medicinal a t t r i b u t e s 
or ndit, 
4 . To find out the impact of advert isement and the claims 
made in advertisement on consumers. 
5 . To find out whether switching over to other brand i s 
dependent or independent of the income group of the 
consumers. 
6. To determined the impact of family members and s e l l e r s 
advice over the choice of a p a r t i c u l a r orand of too th -
paste . 
7 . To find out the impact of advertisement family members 
and s e l l e r ' s advice over the choice of a pearticular 
brand of toothbrush. 
8. To find out what proportion of population use toothpaste 
and toothbrush of the same company. 
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9. To determine the proportion of those who use tooth-
paste but do not use toothbrush, 
10. To determine what type (Hard, Meaium or sett) of 
tootherush consumers prefer. 
II HYPOTHESgS 
1. Purchase of particular size of the package of the 
toothpaste is independent of income groupsof the 
consimiers, 
2. Colgate is the i.-,ost popular brana of toothpaste in 
the market among available brands of toothpaste. 
J. Buyers are loyal to their brand irrespective of price. 
4. Purchase of particular size of the package of tooth-
paste is independent of the family size. 
5. using or not using the same brand of toothpaste by 
all members of the family is independent of the 
income group of consumers, 
6. Medicinal attributes are preferred over non-medicinal 
attributes. 
7. The state of using or not using the toothpaste and 
toothbrush of the same company is independent of the 
income group of the consumers. 
8. Generally all the members of the family use the same brand 
of the toothpaste. 
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9. Consumers do not b l ieve inclaims made in 
advert isement . 
10. Medium ( i . e Medium s t i f fness of the brush) type of 
toothbrush is most popular among consumers. 
11 . Family member's advice i s having g rea te r impact followed 
by advertisement and s e l l e r ' s advice over the choice of 
a p a r t i c u l a r orand of too thpas te . 
1 2 . The i m p a c t of s e l l e r ' s a d v i c e o v e r t h e c h o i c e of a 
p a r t i c u l a r b r a n d of t o o t h b r u s h i s more i n c o m p a r i s i o n 
bo o t h e r f a c t o r s of i n f l u e n c e l i k e f a m i l y members and 
a d v e r t i s e m e n t s . 
I l l SUi-<VLY J3ESIGN AND I'ETHODQLCGY 
The p r e s e n t s u r v e y was c o n d u c t e d kee_j^xng i n v i e w t h e 
g i v e n o b j e c t i v e s and nypothes£s-.&4aSt t o make^^ome g e n e r a ] i s a t i o n s 
a b o u t t h e b u y i n g o e h a v i o u r and atfe^irtttetes-"and p e r c e p t i o n s 
of a p a r t i c u l a r consumer t o w a r d s t o o t h p a s t e and t o o t h o r u s h 
i n and a r o u n d GAYA ( B i h a r ) town. 
THE. UlMlVt^ .^ SL AIMD THE SAMPLE 
The s t u d y , when c o m p l e t e d i n a l l i t s a s p e c t s / would 
c o v e r t h e u r b a n f a m i l i e s - e ^ f Gaya . By u r b a n f a m i l i e s i s 
meant t h e f a m i l i e s i n t h e u r p a n c o n g l o m e r a t i o n of Gaya t o w n . 
T h u s , i t may i n c l u d e t h e f a m i l i e s who have m i g r a t e d from o t h e r 
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than xirban areas b' t are res id ing in Gaya town for making 




3. Businessmen (including self dependent) 
4. Teachers 
6. Government Servants. 
6. Others. 
The category of teachers includes. University teachers, 
teachers employed in local colleges and those employed in 
local high schools. Teachers category also include qualified 
physicians, law graduates, and engineers who are employed 
as teachers. The categories £ engineers, medical practitioners 
and legal practitioners listed as teachers consists of those 
peri;ons who drive major part of their income from their work 
as teachers. Engineers employed by Bihar State Electricity 
Board, State and Central Public Work Department and those 
practising as engineering consultants have been grouped as 
Engineers. Most o;' the physicians are practising in the town 
as general physicians, dentists or specilists, 
TTS. SAKPLllMG TKCliI\-IQUE 
In marketing studies the conclusions can properly 
be inferred from the sample tather than from the census of 
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either whole or the target population. During the 
administration of the survey, problems are faced at two 
stages. 
1. before making the actual survey and measurement when 
the researcher wants to specify the number of 
population units that are neither (a) so fevj as to 
render the risk of sampling error introlercibly 
large nor (b) too many, which would be inefficient. 
2. After the measurement have been made from th^ proce-
ssing of the primary or the secondary data obtained 
from many sourcei;, when the researcher wants to judge 
either how large the sampling error might be and 
whether to accept the data or not; its ostensible 
implication about the hypothesis. 
It was intended that the size of the sample should be 
225 to be selected from all sections aii of universe 
category. 
It was not possible to apply strictly the technique 
of random samplinq due to many constraints important being 
shortage of time at the disposal of researcher and lack of 
financial resources. The selection was therefore, made on 
the basis of convenience sampling. Every effort was taken 
to keep the sample fairly representative and without the 
personal bais of the researcher or other distributors of 
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t h e q u e s t i o n n a i r e s d u r i n g t h e i r d i s t r i b u t i o n , 
SURVEY PROGEDURKS /vI\D METHODOLOHY 
The s u r v e y was made w i t h t h e h e l p o£ a q u e s t i o n n a i r e -
The q u e s t i o n n a i r e i n d i c a t e d a t t h e t o p t h a t t h e s u r v e y h a d 
o n l y a n axzademic p u r p o s e a n d f a c t s r e v e a l e d w i l l b e k e p t 
s t r i c t l y c o n f i d e n t i a l . A t o t a l n u m b e r o f 225 q u e s t i o n n a i r e s 
w e r e i s s u e d . The r e s p o n s e w e r e r e c e i v e d f r o m 141 p e r s o n 
d i s t r i b u t e d a s f o l l o w s . 
D i s t r i b u t i o n o f r e s p o n d e n t s a c c o r d i n g t o p r o f e s s i o n a l c a t e g o r y : 
N o . N o . % r e s p o n s e s 
_ _ _ _ _ _ _ _ _ ^ _ _ _ _ _ Q Q Q £ a c £ g d _ _ _ E e s g Q 
1 . D o c t o r s 
2 . E n ^ j i n e e r s 
3 . B u s i n e s s m e n 











6 5 . 0 0 
2 8 . 0 0 
4 6 . t 7 
8 0 . 0 0 
6 7 . 6 9 
1 2 . 0 5 
4 . 9 6 
14 . 8 9 
3 6 . 8 8 
3 1 . 2 2 
225 1 4 1 6 2 . e 7 ' 1 0 0 . 0 0 
I t may b e s e e n ftoom t h e t a o l e t h a t t h e h i g h e s t 
c o o p e r a t i o n was r e c e i v e d f r o m ' t e a c h e r s ' a n d more t h a n - iSO' 
p e r c e n t o f q u e s t i o n n a i r e s i s s u e d t o t h e m w e r e r e t u r n e d . 
E n g i n e e r s w e r e p a r t i c u l a r l y l e s s r e r p o n s i v e a s o n l y ' 2 8 ' p e r c e n t 
r e s ^ j o n s e s w e r e a v a i l a b l e . T h i s maybe d u e t o l a c k of t h e i r 
a p p r e c i a t i o n o£ v a l u e s o f t h i s k i n d o f s u r v e y . 
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Many d i f f i c u l t i e s were faced wh le d i s t r i b u t i n g 
and c o l l e c t i n g the ques t ionna i re s . After-survey discuss ions 
held with the respondents revealed t h a t qui te a few 
respondents were wary about the quest ionnaire and the survey, 
o'Ome of them reacted to t h i s by asking the inves t iga to r 
to * i l l in the quest ionnaires in his own handwriting on the 
bas is of responses given by them. Others reacted by not 
co-operat ing a t a l l . 
QJJ-.L;TIONNAIRE JLSIGN : 
A questionnaire is simply a formalized set of 
/ 
questions for eliyiting information. It represents the most 
common form of measurement in marketing research. 
A questionnaire can be used to measrue: 
(1) Behaviour 
(2) Demographic characteristics. 
(3) Level of knowledge 
and (4) Attitudes and opinions 
All the four areas are frequently measured by 
questionnaire and often on the same questionnaire. 
Tharee types of error are influenced by the 
questionnaire itself. 
1. Surrogate information error can be a problem 
if the researcher has not clearly defined the types of 
information needed to solve the management problem. However, 
: 8 ; 
this is generally a problem in specifying the research 
problem, rather than in designing the questionnaire. 
2. The questionnaire design can effect the 
response rate, both the overall instrument and to specific 
items on the questionnaire. 
3. The most critical proulcm in questionnaire 
construction is measureiTient error. 
r 
Obviously, questionnaire construction is of 
critical importance. Only in ra'Jfe instances will sampling 
error produce distortions as extreme as those just dt scribed. 
Yet, numfeeous volumes have been written on sampling 
techniques and relatively little on questionnaire design. 
Thus, questionnaire design remains very much 
an art fb^ m^. However, ultimately a sound questionnaire depends 
on commo ense, concern .for respondent, a clear concept of 
the needed information and through prei^esting. 
Prior to constructing the actual questionnaire, the resear-
cher must know exactly what information is to b'-- collected 
from V7h i ch respondents by what techniques. 
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QUEST lONKAIRIu FOR CONSUMER 
*-*ty f * * * * * * * * * * * * * * * * ? * * * * * * * 
"CONSl.MER BEHAViOJR A^ID BUYING PATTERN FOR TOOTHPASTE 
AND TOOTHBRUSH" 
AN ANALYTICAL STUDY _ 
Dear Sir/Madam 
Yoixr are requested to answer the following 
questions to the best of your knowledge, truth dnd 
feelings about the experience of making purchase decision 
for a particular brand of toothpaste and toothbrush. The 
information supplied by you will strictly be used for 
academic purposes. Your feelings will remain anonymous 
and strictly confidential. 
S.M.OZAIR M. Shahid Pervez Khan 
(SUPLRVISOR) ,.^3^^^ Pi^^l (Year) 
Deptt. of Business Administration. 
Aligarh Muslim University, 
ALIGiiRH 
C a r e f u l l y go t h r o u g h t h e q u e s t i o n n a i r e and t i c k ( ) t h e 
answer a p p l i c a b l e t o y o u . 
TOOTHPASTE 
1 . What of t h e f o l l o w i n g b r a n d of TOOTHPASTE you p u r c h a s e ? 
1 . COLGATE- . . . - - . r r r 2 . BINACA - •(___! 
3 . PROMISE--. - • CU a . P O R H A N ' S • U-J 
S . CLOSE4-up_ - - C I 6 . SIGNAL "L f 
7 . ANY OTHER ( P l e a s e S p e c i f y ) 
: 1 0 : , V' 
2. How have you s e l e c t e d your brand ? 
1 . By t e s t i n g d i f f e r e n t brand £J 
2 . I n c i d e n t a l l y - - - . _ _ _ _ . . . _ . . . l2_'J 
3- Any o t h e r (P lease spec i fy) - —. 
3 
3 . For how long have you been using t h i s brand ? 
1 . Be low 2 y e a r s _ _ — . _ _ - -C . X 
2 . 2-4 yea r s - — — _ - — CU" 
3 . 3-4 yea r s . . . „ , . . - - L I 
4 . Above 6 y e a r s . _ . . - - - - C _ . l 
4 . How many members a r e in your family ? 
5 . Wsoes the p r i c e of the t o o t h p a s t e a f f e c t the choice of your 
b r a n d . 
l .Yes _ _ _ — \ _ J 2, No — [_Y 
6. VThich s i z e of the brand packaging do you purchase ? 
1 . S m a l l - _ — - C r 
2 . Large _ _ . _ _ _ . _ _ r I 
7. How you ever changed your bra*i{ ? 
1. Yes - _ „ . , _ _ . r S 
2. No _ ^ 
- - - - - - I u 
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8. I f yes , l4.hys^ 
1. Chiange in xprice __ __ — — __ . f | 
2. Temporary s h o r t a g e . . . . _ _ _ . , . [ T 
3 . In t roduct ion of b e t t e r brands — . - _ . — G- J 
4. Any other (please specify) __ 
9. Do other members of your-^maily use the same brand 
which you use . 
1. Yes— . . C - T 
2 , No . . - . , ,_ _ _ _ r ~ " t 
10. I give more importance to 
1. Medicinal a t t r i b u t e s . _ _ _ - _ ( J 
2. Non-Medicinal a t t r i b u t e s . . - - . _ --[]_ ] 
11 . What do you think about claims made in advertisement ? 
1. Truthful ._ _ _ _ _ _ . . _ n'" ~p 
: 12 : 
2. Some what t r u t h f u l f" "1 
3 . N e i t h e r t r u t h f u l nor mi s l ead ing . _ ^ J 
a . Mis lead ing _ ^ _. _ _ _ _[~_ ^ 
5 , Do no t know - . . _ _ T "1 
12 . To what e x t e n t a r e you in f luenced by fo l loweing 
Sources of in fo rmat ion in pixrchase d e c i s i o n <tif 
t o o t h p a s t e . 
Much Less KEot a t a l l 
^ 1 . Family members CllH L T C 1 
' 2 . Advertsegaent [ | | \ r "j 
3 . S e l l e r ' s Advice \~~1 I T 
: 13 : 
TOOTHBRUSH 
P 
1 3 . Do you u s e t o o t h b r u s h : 
1 . Yes - — -. - „ _ . _ . • } " - J 
2 . NO - „ . _„ , - - Q J 
I f yes p r o c e e d a h e a d . 
14 . Do you u s e t o o t h p a s t e and t o o t h o r u s h of t h e same 
company ? 
1 . Yes ~ _ _ - _ , _ . _ . r~ J 
2 . No - ___ 
~ - - - L_J 
1 5 . Which t y p e ( s t i f f n e s s of t h e b r u s h ) of t h e t o o t h -
b r u s h do you use ? 
1 . Hard _ £ T 2 . Medium _ i - i-
3 . Sof<t _ _ .[2__X 
1 6 . To wha t e x t e n t a r e you i n f l u e n c e d b y f o l l o w i n g 
f a c t o r s of i n f l u e n c e i n p u r c h a s e d e c i s i o n of a 
p a r t i c u l a r b r a n d of t o o t h b r u s h . 
Much Les5 Not a t a l l 
1 . S e l l e r ' s a d v i c e i T , 1 .— - --, 
2 . F a m i l y members | T r- + F T 
3 . A d v e r t i s e m e n t T t i f f T 
: 14 ! 
Following information supplied by you would be very 
helpful in the final analysis of data, please §o ahead. 
1. Which represents your age group. 
1. Under 20 jrears^ —[J £ 2. 20-3 0 years — —j_2_J 
3. 3 0-40 years— _ - _ [_j 4. 4 0-5 5 years— L U I 
5. Over 55 years— _ _ [[3" 
2. Educational level 
•2-v £4uea^4eHd4:-'ie 
3x Profession 
1. Doctors— J7~T 2. Engineers £ \ 
3. Businessmen | f S. Teacher \ i 
5. Government Employees .. [ |" 
4 . M o n t h l y i n c o m e ( i n R s . ) 
1 . B e l o w 1 0 0 0 . _ i C 
2 . 1 0 0 0 - 1 5 0 0 ._ [-
3 . 1 5 0 0 - 2 0 0 0 
- — - - - - 1^ X 
4 . O v e r 2 0 0 0 . _ 
TiiANKS 
A A / D 
lAITE/lP^BTATlOAt 
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ANALYSIS AND INTERPRETATION 
TOOTH PASTE 
1• Which of t h e f o l l o w i n g b r a n d s you p u r c h a s e ? 
R e f e r t o T a b l e (2) i n a p p e n d i c e s 
O u t of 141 r e s p o n d e n t s , 4 1 . 8 p e r c e n t r e p o r t e d C o l g a t e 
a s t h e i r f a v o u r i t e b r a n d , w h i l e 1 4 . 9 p e r c e n t B i n a c a , 1 2 , 8 
p e r c e n t P r o m i s e , 17 p e r c e n t F o r h a n ' s , 4 . 3 p e r c e n t C l o s e u p , 
2 . 8 p e r c e n t S i g n a l and 9 p e r c e n t o t h e r b r a n d s . 
I n t h e income g r o u p be low Rs . lOOy>JWw p e r c e n t u s e 
C o l g a t e , 1 0 . 8 p e r c e n t use B i n a c a , 1 8 . 4 p e r c e n t u s e P r o m i s e , 
1 5 . 3 p e r c e n t F o r h a n ' s , 1.5 p e r c e n t S i g n a l and 7 . 7 p e r c e n t use 
o t h e r b r a n d s . 
I n t h e income g r o u p Rs . lOOO- R s . l S O O , 3 1 . 4 p e r c e n t o f 
t h e r e s p o n d e n t s r e p o r t e d C o l g a t e a s t h e i r f a v o u r i t e b r a i W w h i l e 
2 5 . 7 p e r c e n t B i n a c a 5 .7 p e r c e n t P r o m i s e , 2 5 . 7 p e r c e n t F o r h a n ' s 
5 .7 p e r c e n t C l o s e - u p , 2 .9 p e r c e n t S i g n a l and 2 .9 p e r c e n t r e p o r t e d 
o t h e r b r a n d s a s t h e i r f a v o u r i t e b r a n d . 
I n t h e income g r o u p R s . 1 5 0 0 - 2 0 0 0 , 3 9 . 1 p e r c e n t p r e f e r 
ll-^P^i"^^' A^ndid. J %,ypercent Prtcmise. 
to use Colgate, while/17.4 percent Forhan ' s , 8,7 percent Close-
iip and 8.7 percent prefer to use other brands. 
Those receiving monthly incomes above Rs.2000, 50 per -
cent repor ted Colgate as t h e i r favouri te brand while 5.6 
percent Binaca, 11.1 percent Promise, 5.6 percent Forhan 's , 
11.1 percent Close-up, 5,6 percent Signal and 11.1 percent 
other brands. 
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2. How have you selected your brand? 
Refer Table (4) in appendices 
Of the total number of respondents 69,5 percent 
selected their brand by testing different brands, 7.7 percent 
of the respondents selected their brand incidently while 12.8 
percent of the respondents selected their brands by ^^MgKH^Other 
methods. 
In the income group below Rs.lOOO^ 73,8 percent reported 
that they selected their brand by testing different brands, 
17 percent reported that they selected their brand incidentally 
while 9.2 percent of the respondents reported other methods of 
selection, 
in the income group Rs.1000-1500, 6 5.7 percent selected 
their brand by testing brands, 20 percent selected their brand 
in the same income group incidentally while 14.3 percent repor-
OtAfy 
ted fel.-i!Li"Miin.^. methods of s e l ec t ion efe<a p a r t i c u l a r brand*. 
In the income group Rs,1500-2000, 60.7 percent s e l ec t ed 
t he i r brand by t e s t ing d i f f e r e n t brands, 17.4 percent i n c i d e n t a l ! 
and 21.9 percent used ^gESK^Ma methods of s e l ec t i on . 
In the income group over Rs.2G00, 72,9 person repor ted 
tha t they se lec ted t h e i r brand by t e s t i n g d i f f e r e n t brands 
of tooth pas te ; 16.7 percent of the respondent reported t h a t 
they se lec ted t h e i r brand inc iden ta l ly while 11.1 percent 
Otket 
reported ^SSKBOSI methods of s e l e c t i o n . 
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R e f e r T a b l e (5) i n a p p e n d i c e s 
COLGAIE 
Out of 141 pespondents, 41.8 percent use Colgate. 
67.8 percent of Colgate users selected their brand by testing 
different brands, 23.7 percent of Colgate users reported that 
they selected Colgate incidentally and 8.5 percent of Colgate 
users reported other methods of selection. 
BINACA 
Out of 141 respondents 14.9 percent use Binaca. 85.7 
percent of Binaca users selecteu Binaca by testing different in4nc& 
9.5 percent Binaca users reported that they selected Binaca 
incidentally and 9.5 percent of Binaca users reported other 
methods of selection. 
PROMISE 
Out of 141 r e s p o n d e n t s 1 2 . 8 p e r c e n t u s e p r o m i s e . 
7 2 . 2 p e r c e n t P r o m i s e u s e r s r e p o r t e d t h a t t h e y s e l e c t e d P r o m i s e 
by t e s t i n g d i f f e r e n t b r a n d s , 2 2 . 2 p e r c e n t P r o m i s e u s e r s 
r e p o r t e d t h a t t h e y s e l e c t e d t h e i r b r a n d i n c i d e n t a l l y and 5 . 6 
p e r c e n t P r o m i s e u s e r s r e p o r t e d failiriPTrt'll me thods of s e l e c t i o n . 
FORHAN'S 
Out o f 141 r e s p o n d e n t s , 17 p e r c e n t u s e P o r h a n ' s . 75 
p e r c e n t of F o r h a n ' s u s e r s s e l e c t e d t h e i r b r a n d by t e s t i n g 
d i f f e r e n t b r a n d s , 1 2 . 5 p e r c e n t F o r h a n ' s u s e r s s e l e c t e d i n c i -
d e n t a l l y and 1 2 . 5 p e r c e n t P o r h a n ' s u s e r s r e p o r t e d o t h e r methods 
of s e l e c t i o n of t h e i r b r a n d . 
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CLOSE-UP 
Out of 141 r e s p o n d e n t s , 4 . 3 p e r c e n t use C lose -up . 
83.3 p e r c e n t Close-up u s e r s s e l e c t e d close^ by t e s t i n g 
d i f f e r e n t b rands while t h e r e was n o t a s i n g l e responden t 
who r e p o r t e d t h a t he s e l e c t e d c l o s e - u p i n c i d e n t a l l y and 16.7 
pe rcen t Glose-up use r s r e p o r t e d o the r methods of s e l e c t i o n -©for 
t h e i r b r a n d s . 
SIGNAL 
Out of 141 respondents 2.8 percent use Signal. 50 
percent of Signal users selected their brands-by testing 
different brands and rest 5 0 percent reported that they 
selected Signal incidentally. 
OTHER BRANDS 
In this category 6.4 percent reported they use other 
brands. 22.2 percent selected their brand by testing different 
brands and 77.8 percent reported they selected their br-^ nd by 
other methods of selection. 
^ • -^ or how long have you been using your brand? 
Refer to Table (6) in appendices 
Of the total respondents 20.5 percent are continueously 
using their brand for less than'2 years, 31,2 percent reported 
that they are continuing with the same brand for more than 
2 years but less than 4 years, 10.6 percent respondents were 
continuing with the same brand for more than 4 years but less 
than 6 years. 37.6 percent respondents were found using the 
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same b r a n d f o r more t h a n 6 y e a r s . F u r t h e r b r e a k - u p of d a t a 
shows t h a t i n t h e income g r o u p be low Rs. lOOO, 23 p e r c e n t 
r e p o r t e d t h a t t h e y have b e e n u s i n g t h e same b r a n d t o r l e s s 
2 y e a r s , 3 3 . 8 p e r c e n t of r e s p o n d e n t s were f o u n a u s i n g t h e 
same b r a n d of t o o t h p a s t e f o r more t h a t 2 y e a r s b u t l e s s t h a n 
4 y e a r s , 7 . 6 p e r c e n t of t h e r e s p o n d e n t s r e p o r t e d t h a t t h e y 
were c o n t i n u i n g w i t h t h e same b r a n d of t o o t h p a s t e f o r more 
t h a n 4 y e a r s p u t l e s s t h a n 6 y e a r s and 3 5 . 6 p e r c e n t of r e s -
p o n d e n t s r e p o r t e d t h a t t h e y were u s i n g t h e same b r a n d f o r more 
t h a n 6 y e a r s . 
R e f e r t o T a b l e (7) i n a p p e n d i c e s 
DOCTORS 
F u r t h e r b r e a k of d a t a on t h e b a s i s o f p r o f e s s i o n fckiidul 
shows t h a t 1 7 . 6 p e r c e n t of d o c t o r s were c o n t i n u i n g w i t h t h e 
same b r a n d f o r l e s s t h a n 2 y e a r s , 4 1 . 1 p e r c e n t d o c t o r s f o r 
more t h a n 2 y e a r s b u t l e s s t h a n 4 y e a r s , 2 3 . 5 p e r c e n t d o c t o r 
f o r more t h a n 4 y e a r s b u t l e s s t h a n 6 y e a r s and 1 7 . 6 p e r c e n t 
d o c t o r s were u s i n g t h e same b r a n d f o r more t h a n 6 y e a r s . 
ENGINEERS 
4 2.8 percent Engineers were found using the same brand 
for less than 2 years, 14.3 percent Engineers for jpore than 
2 years but less than 4 years, 14.3 percent for more than 4 
years but less than 6 years and 28.6 percent were found using 
the same brand for more than 6 years. 
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BUSINESSMEN 
28.5 percent Businessmen were found continuing with 
the same brand for less th§n 2 years, 28.6 percent for more 
than 2 years but less than 4 years, 14.2 percent for more 
than 4 years but less than 6 years and 28,6 percent were 
found continuing with the same brand for more than 6 years, 
TEACHERS 
15.4 percent teachers have been found continuing with 
the same brand of tooth paste for less than 2 years, 32.7 
percent for more than 2 years but less than 4 years, 3,8 percent 
for more than 4 years but less than 6 years and 48.1 percent 
teachers have been found continuing with the same brand of 
toothpaste for more than 5 years. 
-GOVERNMENT SERVANTS 
20.5 percent Government Servants were found continuing 
with the same brand of toothpaste for less than 2 years, 29.5 
percent for more than 2 years but less than 4 years, 11.4 per-
cent for more than 4 years but less than 6 years and 38.6 per-
cent were found continuing with the same brand of toothpaste 
for more than 6 years, 
*• What is the size of your family? 
Refer to Table (8) in appendices 
Analysis of the composition of families of the 
respondents shows that 19 percent of families of respondents 
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comprised of l e s s than 4 members, 44 p e r c e n t f a m i l i e s 
comprised of 4 and more than 4 members b u t n o t more than 
5 niembers and 37 percnnt f a m i l i e s comprised of more than 
6 menibers. 
5. Does the price of the toothpaste affect the choice of 
your brand? 
Yes . - - L I No - ' - L' 1 
Refer to Table (9) in appendices 
Out of 141 respondents 34'Bpercent accepted that the 
price of the different brands of toothpaste influenced the 
choice of a particular brand, while 65.2 percent of respon-
dents reported that the price of the toothpaste had no 
influence over the choice of a particular brand of toothpaste. 
Income Wise analysis 
Further break-up of data showu that in the income 
group less than Rs.lOOO, 41.5 percent felt the impact of price 
on the choice of a particular brand of toothpaste. 
In the income group Rs.1000-Rs.1500, 31.4 percent 
accepted that there was influence of price on the choice of 
a particular brand while 68.6 percent felt that there was no 
influence of price on choice. 
In the income group Rs.1500-Rs.2000, 31.8 percent 
felt the impact of price while 65.2 percent felt no impact 
of price over the choice of a particular brand. 
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Lastly in the income group over Rs.2000, 16.7 
percent felt the impact of price while 83,3 percent felt 
no impact of price on the choice of a particular brand. 
Refer to Table (IQ) in appendices 
Brand Wise Analysis 
Of the total number of respondents, who felt the 
r 
i m p a c t of p r i c e on t h e c h o i c e of t h e b r a n d , 4 8 . 9 p e r c e n t 
were C o l g a t e u s e r s , 1 8 . 4 B i n a c a u s e r s , 1 2 . 2 p e r c e n t P r o m i s e 
u s e r s , 6J. p e r c e n t F o r h a n ' s u s e r s , 4 p e r c e n t C l o s e - u p u s e r s 
2 p e r c e n t S i g n a l u s e r s and 1 2 . 2 p e r c e n t w e r e o t h e r b r a n d 
u s e r s . 
Of t h e t o t a l number of r e s p o n d e n t who f e l t t h a t p r i c e 
h a s no i n f l u e n c e , 38 p e r c e n t were C o l g a t e u s e r s , 13 p e r c e n t 
B i n a c a u s e r s , 13 p e r c e n t P r o m i s e u s S r s , 2 2 . 8 p e r c e n t F o r h a n ' s 
u s e r s , 4 . 3 p e r c e n t C l o s e - u p u s e r s 3 .3 p e r c e n t S i g n a l u s e r s 
and 3 . 3 p e r c e n t were t h e u s e r s of o t h e r b r a n d s . 
COLGATE 
4 0.7 percent of the Colgate users accepted that there 
was influence of price over the choice of the brand while 
59.3 percent felt no impact of price over choice of brand, 
BINACA 
4 2.9 percent of the Binaca users reported the impact 
of price while 57.1 percent reported no impact of price over 
the choice of the brand. 
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PROMISE 
3 3 . 3 p e r c e n t of P r o m i s e u s e r s f e l t t h e i n f l u e n c e 
of p r i c e o v e r t h e c h o i c e w h i l e 6 5 . 7 p e r c e n t r e p o r t e d no 
i m p a c t of p r i c e o v e r t h e c h o i c e . 
FORHAN'S 
1 2 . 5 p e r c e n t of i ' o r h a n ' s u s e r s r e p o r t e d t h a t t h e 
p r i c e had an i n f l u e n c e o v e r t h e c h o i c e of t h e bnand w h i l e 
8 7 . 5 p e r c e n t of F o r h a n ' s u s e r s t h i e v e d t h a t t h e r e was no 
i n f l u e n c e o v e r t h e c h o i c e of b r a n d . 
CLOSE-UP 
3 3 . 3 p e r c e n t u s e r s of C l o s e - u p f e l t t h e i m p a c t o f 
p r i c e o v e r t h e c h o i c e of a p a r t i c u l a r b r a n d w h i l e 66 .7 
p e r c e n t of u s e r s of c l o s e - u p f e l t no i m p a c t of p r i c e o v e r t h e 
c h o i c e . 
SIGNAL 
25 p e r c e n t of t h e S i g n a l u s e r s f e l t no i m p a c t of 
p r i c e o v e r t h e c h o i c e of b r a n d of t o o t h p a s t e w h i l e 75 p e r c e n t 
f e l t t h e i m p a c t of p r i c e o v e r t h e c h o i c e of a p a r t i c u l a r 
b r a n d , 
QTHLR B-AND 
3 4 , 8 p e r c e n t of t h e o t h e r o r a n d u s e r s r e p o r t e d t h e 
i m p a c t of p r i c e o v e r c h o i c e w h i l e 6 5 , 2 p e r c e n t r e p o r t e d no 
i m p a c t of p r i c e ove r t h e c h o i c e of t h e b r a n d of t o o t h p a s t e . 
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profession Wise Analysis 
Refer to Table (11) in appendices 
Of the total nurnber of respondents who telt the 
impact of price over the choice of brand, 14.3 percent were 
doctors, 8.2 percent were Engineers, 8.2 percent were 
businessmen, 26.5 percent were teachers and 4 2.9 percent 
were government servants. 
Of the total number of respondents who reported no 
impact of price over the choice of particular brand of 
toothpaste, 10.7 percent were doctors, 3.3 percent Engineers, 
18.5 percent Businessmen, 42.4 percent teachers and 25 percent 
government servants. 
DOCTORS 
41.2 percunt doctors telt the impact of price over 
the choice of a particular brand while 58.8 percent felt 
no impact of price. 
ENGINEERS 
57.1 percent Engineers reported the impact of price 
over the choice of particular brand of toothpaste while the 
rest 42.9 percent reported no impact of price. 
BUSINESSMAN 
19 percent businessmen accepted that price had an 
influence over the choice while 81 percent reported no 
impact uf price over the choice of a particular brand of 
toothpaste. 
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TEACHERS 
25 p e r c e n t f e l t i n f l u e n c e of p r i c e w h i l e 75 
p e r c e n t f e l t no i n f l u e n c e p r i c e o v e r t h e c h o i c e of a 
b r a n d of t o o t h p a s t e . 
GOVERNMENT SERVANTS 
4 7 . 7 p e r c e n t g o v e r n m e n t s e r v a n t s f e l t t h e i m p a c t 
of p r i c e o v e r t h e c h o i c e of b r a n d w h i l e r e s t 5 2 . 3 p e r c e n t 
f e l t no i m p a c t of p r i c e o v e r t h e c h o i c e of a p a r t i c u l a r 
b r a n d of t o o t h p a s t e . 
6 . Which s i z e of b r a n d p a c k a g i n g do you p u r c h a s e ? 
R e f e r t o T a b l e (12) i n a p p e n d i c e s 
O u t of 141 r e s p o n d e n t s 1 1 . 6 p e r c e n t r e p o r t e d s m a l l 
package of t o o t h p a s t e b e i n g p u r c h a s e d by them w h i l e 28 .4 
p e r c e n t p r e f e r r e d t o p u r c h a s e l a r g e ( f a m i l y s i z e ) package 
of t h e b r a n d which t h e y u s e d . 
Of t h e t o t a l n\imber of r e s p o n d e n t s u s i n g s m a l l 
p a c k a g e , 4 1 . 6 p e r c e n t r e s p o n d e n t s w e r e C o l g a t e u s e r s , 1 4 . 9 
p e r c e n t B i n a c a u s e r s , 1 3 . 9 p e r c e n t P r o m i s e u s e r s , 2 0 . 8 
p e r c e n t i j ' o rhan ' s u s e r s , 1 p e r c e n t C l o s e - u p u s e r s , 1.9 p e r c e n t 
S i g n a l u s e r s and 5 .9 p e r c e n t were t h e u s e r s of o t h e r b r a n d of 
t o o t h p a s t e . 
Of t h e t o t a l number of r e s p o n d e n t s u s i n g l a r g e s i z d 
package of t o o t h p a s t e , 4 2 . 5 p e r c e n t were C o l g a t e u s e r s , 15 
p e r c e n t B i n a c a u s e r s , 10 p e r c e n t p r o m i s e u s e r s , 7 .5 p e r c e n t 
F o r h a n ' s u s e r s , 1 2 . 5 p e r c e n t C l o s e - u p u s e r s , 5 p e r c e n t S i g n a l 
u s e r s and 7 . 5 p e r c e n t were u s e r s of o t h e r b r a n d of t o o t h p a s t e , 
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COLGATE 
71.2 percent respondents were found to be using 
small size package while 28.8 percent large size package 
users, 
BINACA 
71.4 percent respondents reported the purchase of 
small size package while 28.6 percent large size package. 
PROMlSt; 
35.8 percent were found to be using small size 
package while 2 2.2 percent were found to be using large 
size package, 
FORHAN•S 
87.5 percent were found to be using small size 
package while 12.5 percent reported the purchase o£ large; 
size of package. 
CL0SE4-UP 
16,7 p e r c e n t Close-up u se r s found t o be us ing smal l 
s i z e pacK.age whi le 83 ,3 p e r c e n t were found t o be us ing 
l a r g e s i z e package , 
SIGNAL 
50 percent reported the use of small size package 
while 50 percent reported the purchase of large size package 
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QgHER BRANDS 
6 6 . 7 p e r c e n t r e p o r t e d t h e p u r c h a s e of s m a l l s i z e 
package w h i l e 3 3 . 3 p e r c e n t r e p o r t e d t h e p u r c h a s e of l a r g e 
s i z e p a c k a g e . 
Income w i s e A n a l y s i s 
R e f e r t o T a b l e (13) i n a p p e n d i c e s 
Of t h e r e s p o n d e n t s u s i n g s m a l l p a c k a g e 5 1 . 5 p e r c e n t 
b e l o n g e d t o t h e income g r o u p of be low Rs. lOOO, 2 3 . 8 p e r c e n t 
R s . 1 0 0 0 - R s . 1 5 0 0 1 3 . 8 p e r c e n t Rs .1500 t o R s . 2 0 0 0 and 1 0 . 8 
p e r c e n t were u s i n g s m a l l p a c k a g e b e l o n g e d <bo t h e income g r o u p 
of ove r R s . 2 0 0 0 . 
Of t h e r e s p o n d e n t s u s i n g l a r g e s i z e package 3 2 .5 
p e r c e n t b e l o n g e d t o income g r o u p of be low Rs. lOOO, 27 .5 
p e r c e n t b e l o n g e d t o R s . 1 0 0 0 - 1 5 0 0 , 2 2 . 5 p e r c e n t b e l o n g e d t o 
R s . 1 5 0 0 - 2 0 0 0 and 17 .5 p e r c e n t b e l o n g e d t o t h e income g r o u p 
o v e r R s . 2 0 0 0 . 
Below Rs.lOOO 
80 p e r c e n t of t h e r e s p o n d e n t i n t h i s c a t e g o r y u s i n g 
s m a l l s i z e package w h i l e 20 p e r c e n t l a r g e s i z e p a c k a g e . 
R s . 1 0 0 0 - 1 5 0 0 0 
68.6 percent of respondents.in this category were 
found to be using small size package while 31.4 percent 
were using large size package. 
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Rs.1500-2000 
60.9 percent of respondents in t h i s category-
were found to be using small s ize package while 39.1 percent 
were using large s ize package. 
Over RS.20Q0 
61.1 percent of respondents were in habbit of 
puchasing small size package while 38.9 percent were purch-
asing large size package. 
"^  • Have you ever changed your brand ? 
Refer to Table (14) in appendices 
Out of 141 respondents, 56 percent respoiiident 
reported that they had changed their brand while 44 percent 
reported that they had not changed their brand. 
Of the total respondents who have changed their prand, 
44,3 percent belonged to the income group oelow Rs.lOOO^ 
25.3 percent belonged to income group Rs.1000-1500, 13.9 
percent belonged to the income group, Rs.l500 to 2000 and 
16.5 percent belonged to the income group, above Rs.2000. 
Of the total number of respondents who have not 
changed their brand, 48.4 percent belonged to the income 
group, below Rs.lOOO, 24.2 percent belonged to the income 
group, Rs.1000-1500, 19.4 percent belonged to the income 
group, Rs.1500-2000, and 8 percent belonged to the income 
group, above Rs.2 000. 
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Income group below Rs.lQQQ 
In t h i s categpry of income group 53.8 percent have 
change t h e i r brand while 4 6.2 percent have not changed t h e i r 
brand. 
Rs.1000-1500 
57.1 percent of the respondent in t h i s category 
nave changed t h e i r brand while 42,9 percent have not changed 
the i r brand, 
Rs,1500-2000 
47.8 percdant of the respondents in the income group 
have changed t h e i r brand while 52.2 percent of respondents 
in t h i s category declined to have changed t h e i r brand. 
Over Rs,200 0 
72.2 percent of respondents in this income group have 
reported that they had changed their brands while 44 percent 
reported that they had not changed their brand. 
b. If yes, why? 
Refer to Table (15) in appendices 
Out of 141 respondents 79 reported that they have 
changed their brand. Of the total respondents, who accepted 
that they had changed their brand, 13,9 percent changed their 
brand due to change in price, 44.3 percent due to temporary 
shortate, 31.6 percent due to introduction of better brands 
and rest 10,1 percent changed their brand under the influence 
pf other causes. 
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Fxxrther break-up of data shows: 
Changt- in pr ice 
Of the t o t a l respondents who changed t h e i r btand, 
31.4 percent belonged to the income group below Rs.lOOO, 
45.5 percent in the income group Rs.1000-1500/ 18.2 percent 
in the income group Rs.1500-2000 and there was not a s ing le 
respondent in the income group over Rs.2000. 
Temporary Shortage 
Of the t o t a l respondent who changed t h e i r brand due 
to temporary shortage, 51.4 percent belonged to income group 
below Rs.lOOO/ 14.3 percent in the income group Rs.1000-1500, 
11.4 percent in the income group Rs.1500-2000, and 22.8 
percent in the income group over Rs.2000. 
In t roduct ion of b e t t e r brands 
Of the t o t a l respondents who changed the i r brand due 
to in t roduct ion of b e t t e r brands, 52 percent belonged to the 
income group below Rs.lOOO, 32 percent in the income group 
Rs.1000-1500; 8 percent in the income group Rs,1500-2000 
and 8 percent in the income group over Rs.2000. 
Other causes 
Of the t o t a l respondent who changed the i r brands due 
to other causes , there was not a s ingle respondent in the 
income group below Rs.lOOO, while 25 percent were in the 




Income group below Rs.lQQQ 
Of the t o t a l respondents who have change the i r 
brand in the income group below Rs.loOO, 11.4 percent 
changed t h e i r brand due to change irji p r i c e , 51.4 percent 
due to temporary shortage, 37,1 percent due to in t roduct ion 
of b e t t e r brands . 
Income group Rs.l000-1500 
Of the t o t a l respondents who have changed t h e i r brand 
in the income group Rs. 1000-1500i)25 percent changed t h e i r 
brand due to change in p r i c e , 25 percent due to temporary-
shortage, 40 percent due to in t roduct ion of b e t t e r brands 
and r e s t 10 percent due to other causes . 
Income group •'^ s .15 00-2000 
Of the t o t a l respondents who have changed the i r brand 
in the income group Rs.1500-2000, 18.2 percent changed t h e i r 
brand due to change in p r i c e , 36.2 percent due to temporary 
shortage, 18.2 percent due to in t roduct ion of b e t t e r brands 
and r e s t 27.2 percent repor ted other causes . 
Income group over Rs.2000 
Of the t o t a l respondents who have changed t h e i r brand 
in the income group Rs.2000, there was not a s ingle respondents 
who has changed his brand due to change in p r i ce , while 61.5 
percent changed t h e i r brand due to temporary shortage 15.4 
percent due to in t roduct ion of b e t t e r brands and 23.1 percent 
reported other causes . 
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R e f e r T a b l e (16) i n a p p e n d i c e s 
p r o f e s s i o n w i se b r e a k - u p 
DOCTORS 
Of t h e t o t a l number of d o c t o r s who have changed 
t h e i r b r a n d , B.3 p e r c e n t c h a n g e d i t due t o change i n p r i c e , 
50 p e r c e n t due t o t e m p o r a r y s h o r t a g e , 2b p e r c e n t due t o 
i n t r o d u c t i o n of b e t t e r b r a ids and 1 6 . 7 p e r c e n t r e p o r t e d o t h e r 
c a u s e s . 
ENGINEERS 
Of t h e t o t a l number of e n g i n e e r s who s w i t c h e d over-Co 
o t h e r b r a n d s t h e r e was n o t a s i n g l e e n g i n e e r who changed h i s 
due t o c h a n g e i n p r i c e w h i l e 60 p e r c e n t changed t h e i r btoands 
due t o t e m p o r a r y s h o r t a g e abd 40 p e r c e n t r e p o r t e d o t h e r c a u s e s , 
BUSIi<fE;SS MSN 
Those b u s i n e s s m e n who have changed t h e i r b r a n d , t h e r e 
was no one i n t h i s g r o u p who s w i t c h e d o v e r t o d i f f e r e n t b r a n d s 
due t o c h a n g e i n p r i c e , w h i l e 4 5 . 5 p e r c e n t changed t h e i r 
b r a n d due t e m p o r a r y s h o r t a g e , 4 5 . 5 p e r c e n t due t o i n t r o d u c t i o n 
of b e t t e r b r a n d s and r e s t 10 p e r c e n t r e p o r t e d o t h e r c a u s e s . 
TEAaSuRS 
Those teachers who have changed their brand, 23.3 
percent changed their brand due to change in price, 36,7 
percent due to temporary shortage, 26.7 percent due to intro-
duction of better brands and 13.3 percent reported other 
causes. 
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GOVERNMENT SERVANTS 
Out of t o t a l number of government s e r v a n t s (who 
changed t h e i r b r a n d s ) 1 3 . 6 p e r c e n t changed t h e i r b r a n d 
due t o c h a n g e i n p r i c e , 4 4 . 5 p e r c e n t due t o temporary-
s h o r t a g e , and 4 0 . 9 p e r c e n t due t o i n t r o d u c t i o n of b e t t e r 
b r a n d s , 
^ • Po o t h e r member of f a m i l y u s e t h e same b r a n d which you u s e ? 
R e f e r T a b l e (17) i n a p p e n d i c e s 
Out of 141 r e s p o n d e n t s , 75 .2 p e r c e n t r e p o r t e d t h a t 
t h e members of t h e f a m i l y were u s i n g t h e same b r a n d which 
t h e y use w h i l e 2 4 . 8 p e r c e n t of t h e r e s p o n d e n t s r e p o r t e d t h a t 
t h e o t h e r members of t h e f a m i l y d i d n o t u s e t h e same b r a n d of 
t h e t o o t h p a s t e . 
Income w i s e b r e a k - u p 
Income g r o u p below Rs.lOOO 
I n t h i s g r o u p 7 6 . 9 p e r c e n t of t h e r e s p o n d e n t r e p o r t e d 
t h a t o t h e r members of t h e f a m i l y were u s i n g t h e same b r a n d of 
t o o t h p a s t e w h i l e 23 .7 p e r c e n t of t h e r e s p o n d e n t s r e p o r t e d t h a t 
o t h e r members of t h e f a m i l y were n o t u s i n g t h e same b r a n d . 
Income g r o u p R s . 1 0 0 0 - 1 5 0 0 
I n t h i s g r o u p 8 2 . 8 p e r c e n t of t h e r e s p o n d e n t s r e p o r t e d 
t h a t o t h e r members of t h e f a m i l y were u s i n g t h e same b r a n d 
and 1 7 . 2 p e r c e n t r e p o r t e d t h a t o t h e r members of t h e f a m i l y 
were n o t u s i n g t h e same b r a n d of t h e t o o t h p a s t e . 
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Income group Rs.1000-1500 
In t h i s group 82.8 percent of the respondents 
reported tha t other members of the family were using the 
same brand and r e s t 17.2 percent reported t h a t other 
memoers of the tamily were not using the same brand of the 
too thpas te . 
Income group Rs. 1500-2000 
In t h i s income group 65.2 percent repor ted tha t the 
other members of the tamily were using the brand which they 
use while 34.2 percent respondents reported tha t the other 
members of t h e i r family were not using the same brand. 
Income group over Ks.2000 
In t h i s income group 66.7 percent reported tha t 
other member of family use the same brand which they use 
whil r e s t 3 3.3 percent repor ted t h a t other members of the 
family do not use the same brand which they use . 
What do you think about claims made ia advertisement ? 
Refer to table C2^)in appendices 
Out of 141 respondents , 48.2,believe^claims made in 
advertisement are t r u t h f u l , 22.7 percent bdieve i t some 
what t r u t h f u l , 9.2 percent bdieve i t n ie ther t ru th fu l nor 
misleading, 4.3 percent br ieve i t misleading while 15i6 
percent do not have any opinion. 
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Truthful 
Of the t o t a l respondent who bplieve^claims made in 
advertisement are t r u t h f u l , 51.5 percent belonged to the 
income group below Ks.lOOO, 23.5 percent belonged to the 
income group Rs.1000-1500, 11.8 percent belonged to the 
income group Rs. 1500-2000 and 13.2 percent belonged to 
income group over Rs.2000. 
Some what t r u th fu l 
Of the t o t a l respondents who bdieve t h a t claims made 
in advertisement are some what t r u t h f u l , 37.5 percent were 
in the income group below Rs.lOOO, 3 7.5 percent in the income 
group Rs,1000-1500, 18.8 percent in the income group Rs. l5 00-
2000 and 11.1 percent in the income group over Rs.2000. 
Neither t r u t h f u l no?"misleading 
Of the t o t a l respondents who believe t h a t claims made 
in advert isement are ne i the r t ru th fu l nor misleading, 3 0.8 
percent were in the income group below Rs.lOOO, 15.4 percent 
were in the income group Rs.1000-1500, 3 0.7 percent in the 
income group Rs,1500-2000 and 23 percent in the income group 
over Rs.2000. 
Misleading 
Of t h e t o t a l respondents who b l ieve t h a t claims made 
in advertisement are misleading, there was no respondent 
repor t ing advertisement/^^raisleading in the income group below 
Rs.lOOO, 50 percent in the income group Rs.1000-1500 bolieve 
t h a t the claims made in advert isement, are misleading, and 
50 percent in the income group Rs,1500-2000 a l so expressed 
: 36 
the same f e e l i n g . There was not a single respondent in the 
income group over Rs.2 000 who fcfiLieve t h a t claims made in 
eldvertisement are misleading. 
Do not know; 
Of the t o t a l respondents who have no opinion about 
the claims made in advert isement ,63.6 percent were in the 
income group JDelow Rs.lOOO, 9»1 percent in the income group 
Rs,1000-1500^ 9.1 percent were in the income group Rs. l5 00-
2000 and 18.2 percent in the income group above Rs.2 000« 
10. I give more importance to t h e : -
Medicinal a t t r i b u t e s - - ~ ' '— 
Non-meddcinal a t t r i b u t e s - ' ' ' -
Refer to Table (22) in appendices 
Out of 141 respondents , 80.8 percent accepted t h a t 
they give more importance to the medicinal a t t r i b u t e s (for 
example gum pro tec t ion , breath freshing and tooth whitening 
capacity) and other non-medicinal a t t r i b u t e s ( l ike fragrance 
colour of the^ pas te , t a s t e of the paste) 4.n se lec t ing a 
p a r t i c u l a r brand of too thpas te . Rest 19,2 percent reported 
t h a t they give more importance to non-medicinal a t t r i b u t e s . 
Income wise break-up 
Income group below Rs.lOOO 
Of the t o t a l respondents belonging to t h i s group, 
81.5 percent give more importance to medicinal a t t r i b u t e s 
of the toothpaste over non-medicinal a t t r i b u t e s while r e s t 
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1 4 , 3 p e r c e n t g i v e more i m p o r t a n c e t o n o n - m e d e c i n a l 
a t t r i b u t e s . 
Income g r o u p Rs .1500--2000 
Of t h e t o t a l r e s p o n d e n t s b e l o n g i n g t o t h i s g r o u p 
7 8 . 3 p e r c e n t g i v e more i m p o r t a n c e t o raedecinal a t t r i b u t e s 
w h i l e r e s t 2 1 . 7 p e r c e n t g i v e more i m p o r t a n c e t o n o n -
m e d e c i n a l a t t r i b u t e s . 
Income g r o u p o v e r R s . 2 0 0 0 
Of t h e t o t a l r e s p o n d e n t b e l o n g i n g t o t h i s g r o u p 
7 2 . 2 p e r c e n t g i v e more i m p o r t a n c e t o m e d e c i n a l a t t r i b u t e s 
and r e s t 2 7 . 8 p e r c e n t g i v e more i m p o r t a n c e t o n o n - m e d e c i n a l 
a t t r i b u t e s . 
TOOTH BRUSH 
1 3 . Do you u s e t o o t h b r u s h ? 
Out of t o t a l 141 r e s p o n d e n t s , 131 were found t o b e 
u s i n g t o o t h b r u s h w h i l e r e s t 10 r e s p o n d e n t s r e p o r t e d t h a t 
t h e y d i d n o t u s e t o o t h b r u s h . 
R e f e r t o T a b l e (23) i n a p p e n d i c e s 
Of t h e t o t a l r e s p o n d e n t s 9 2 , 2 p e r c e n t u s e t oo th ]p rush 
w h i l e 7 . 8 p e r c e n t r e p o r t e d t h a t t h e y d i d n o t use t o o t h b r u s h . 
F u r t h e r b r e a k - u p of d a t a mm income w i s e 
Of t h e t o t a l r e s p o n d e n t s i n t h e income g r o u p be low 
Rs.lOOO, 9 3 , 8 p e r c e n t u s e t o o t h b r u s h and 6 , 2 p e r c e n t do 
n o t use t o o t h b r u s h . 
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Of the t o t a l respondents in the income group 
Rs.1000-1500, 91.4 percent use toothbrush while 8,6 percent 
do not use i t . 
Of the t o t a l respondent in the income group Rs.lBOO-
2000, 95.7 percent use toothbrush while r e s t 4.3 percent do 
not use i t . 
Of the t o t a l respondents in the income group above 
Rs.2000, 83.3 percent use toothbrush while 16,7 percent 
reported t h a t they do no use toothbrush. 
^^• ^o you use toothpaste and toothbrush of the same company ? 
Refer Table (24) in appendices 
Out of 131 respondents , 59,5 percent reported t h a t 
they used the toothpaste and toothbrush of the same company 
while ftO.5 percent reported t h a t they did not use the too th -
paste and toothbrush of the same company. 
Income wise break-up of data 
Below Rs.lOOO 
Of the t o t a l respondent in t h i s income group 
67.7 percent use the toothpaste and toothbrush of the same 
company while 32.3 percent do not use the toothpaste and 
toothbrush of the same company. 
Income group Rs.1000-1500 
Of the t o t a l respondents in t h i s group 55,3 percent 
reportea t h a t they use the toothpaste and toothbrush of the 
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same company w h i l e 4 3 , 7 p e r c e n t d i d n o t u s e t h e t o o t h p a s t e 
and t o o t h b r u s h of t h e same company. 
Income g r o u p Rs.lbOO>-2000 
Of t h e t o t a l r e s p o n d e n t s i n b e l o n g i n g t o t h i s income 
g r o u p , 5 0 p e r c e n t use t h e t o o t h p a s t e and t o o t h o r u s h of t h e 
same company w h i l e 50 p e r c e n t r e p o r t e d t h a t d i d n o t use t h e 
t o o t h p a s t e and t o o t h b r u s h of t h e same company . 
Income g r o u p o v e r R s . 2 0 0 0 
Of t h e t o t a l r e s p o n d e n t s i n t h i s g r o u p 4 6 .7 p e r c e n t 
use t h e t o o t h p a s t e and t o o t h b r u s h of t h e same company and 
r e s t 5 3 . 3 p e r c e n t do n o t u s e t h e t o o t h p a s t e and t o o t h b r u s h 
of t h e same company. 
P r o f e s s i o n w i s e b r e a k - u p of d a t a 
R e f e r t a b l e (25) i n a p p e n d i c e s 
DOCTORS 
Of the total respondents belonging to this profession 
62.5 percent use the toothpaste and toothbrush of the same 
company and 37.5 percent do not use the toothpaste and tooth-
brush of the same company. 
ENGINE.ERS 
Of the total respondents belonging to this profession 
16.7 percent use the toothpaste and toothbrush of the same 
company while 83.3 percent do not use the toothpaste and 
toothbrush of the same company. 
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BUSINUSSMEN 
Of t h e t o t a l r e s j ^ o n d e n t s b e l o n g i n g of t h i s 
p r o f e s s i o n 70 p e r c e n t u s e t h e t o o t h p a s t e a n d t o o t h b r u s h 
of t h e same company w h i l e r e s t 30 p e r c e n t do n o t use t he 
t o o t h p a s t e and t o o t h b r u s h of t h e same company . 
TEACHERS 
Of the total respondents belonging to this profession 
57.4 percent use the toothpaste and toothbrush of the same 
company while 4 2.5 percent do not use the toothpaste and 
toothbrush of the same company. 
GOVERNMENT SERVANgS 
Of the total respondents belonging to this group 
63.4 percent use the toothpaste and toothbrush of the same 
company while rest 36.6 percent do not use" the toothpaste 
and toothorush of the same company. 
15. Which type of toothbrush do you use ? 
Hard Medium Soft 
Refer table (26) in appendices 
Out of 131 respondents, 30.5 percent were found to 
be using soft toothbrush, 58 percent were found to be using 
medium (stiffness of the brush) toothbrush while rest 11.5 
percent were found to be using hard toothbrush. 
Income group Below Rs.lQOO 
Of the total respondents in this group 3 5,5 perdent 
were iound to be using soft toothbrush, 53,2 percent medium 
(stiffness of the brush) toothbrush and 11.3 fiei^ cent hard 
toothbrush. 
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Income group Rs.1000-1500 
Of the t o t a l respondents belonging to t h i s group 
25 percent are using sof t toothbrush, 68.8 percent medium 
{st i f fness of the brush) toothorush, and 6.3 percent hard 
toothbrush. 
Income group Rs.1500-2000 
of the t o t a l respondents in t h i s income group 
27.3 percent use sof t toothbrush, 63.6 percent miedium 
(^stiffness of the brush) toothbrush and r e s t 9.1 percent 
use hard toothbrush. 
Income group over Rs.2QQ0 
Of the total respondents belonging to this income 
group 26,7 percent use soft toothbrush, 4 6.6 percent medium 
(stiffness of the brush) toothbrush while 26.7 percent use 
hard toothbrush. 
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HYPOTHESIS RECONSIDERED 
Some h y p o t h e s i s were s e t b e f o r e u n d e r t a k i n g t h i s 
s t u d y and t h e p u r p o s e was t o v e r i f y t h e h y p o t h e s i s . 
H y p o t h e s i s t e s t i n g 
H y p o t h e s i s - 1 
P u r c h a s e of p a r t i c u l a r s i z e of t h e package of t h e 
t o o t h p a s t e i s i n d e p e n d e n t of income g r o u p s of t h e consumers 
Observed d a t a 
/ypP±V^^_ £i"J_'_~_r^^i^_'!^_^f__][ff_r__ 






E x p e c t e d f r e q u e n c i e s 
SFALL LARGE TOTAL 
Below Rs.lOOO 
R s . 1 0 0 0 - 1 5 0 0 
R s . 1 5 0 0 - 2 0 0 0 
Over R s . 2 000 





1 0 1 
Below R s . 1 0 0 0 
R s . 1 0 0 0 - 1 5 0 0 
R s . 1 5 0 0 - 2 0 0 0 
Over R s . 2 0 0 0 
BPotal 
4 6 . 6 
25 
1 6 . 5 
13 
101 
1 8 . 4 
9 . 9 
6 . 5 
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O stands for observed frequency, 
E stands for expected frequency. 
X' (0 - E) E 
V 2 - ( 5 2 - 4 6 . 6 ) ^ , ( 2 4 - 2 5 ) ^ , ( 1 4 - 1 6 . 5 ) ^ (11 - 1 3 ) ^ 
\ 4 6 . 6 25 1 6 . 5 13 
(13 - 1 8 . 4 ) ^ ( 1 1 - 9 . 9 ) ^ , ( 9 - 6 . 5 ) ^ ( 7 - 5 . 1 ) ^ 
1 8 . 4 9 . 9 6 .5 5 . 1 
X. 
= . 6 3 + .04 + . 3 8 + . 0 8 + 1 .58 + .12 + . 9 6 + . 71 
= 4 . 5 
( c a l c u l a t e d v a l u e ) = 4 . 5 
df = d e g r e e of f reedom = ( G-1 ) ( r - 1 ) 
= ( 2 -1 ) ( 4 - 1 ) 
= 1 x 3 
= 3 
df = 3 
Le t us t a k e l e v e l of s i g n i f i c a n c e 5% 
At d e g r e e of f reedom (df ) 3 and l e v e l of s i g n i f i c a n c e 5% 
t a b l e v a l u e of ^ ^ = 7 . 8 2 
3 ( ( T a b l e v a l u e ) = 7 . 8 2 
fklT/fAL S/M.US 
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INFERENCE 
S i n c e c a l c u l a t e d v a l u e of X i ^ l e s s t h a n t a b l e 
2 
value of 3C, , hypothesis is accepted. This shows that 
purchase of particular size of brand packaging is independent 
of income groups of the consumers. 
Hence the first hypothesis stands tested and proved. 
HYPOTHESIS -2 
Colgate i s the most popular brand of toothpaste in 
the market among avai lab le branjis of too thpas te . 
Of the t o t a l sample 41.8 percent respondents v/ere 
Colgate users while 14.9 percent Binaca use rS j l2 ,8 percent 
promise u s e r s , 17 percent Forhan's users , 2,8 percent Signal 
users and 6.4 percent of respondents were found using other 
brands of too thpas te . Hence the hypothesis stands tes ted and 
i s proved. 
Further break up of data also s t rengthens t h i s 
b l i e f . With reference to tab le 2 in appendices, further 
break-up of data shows t h a t Colgate i s the most popular 
brand in comparison to other brands of toothpaste ava i ldble 
in the market. I t i s equal ly popular in d i f f e r e n t income 
groups. Of the t o t a l respondents belonging to the income 
group less than Rs.lOOO, 46.2 percent were found using t h i s 
brand- 31.4 percent were found using Colgate in the income 
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group Rs.lOOO t o 1500_> 39.1 p e r c e n t i n the income group 
Rs.1500 t o 2000 and 50 p e r c e n t in the income group over 
Rs .2000 . 
p r o f e s s i o n wise b r eak -up da ta a l s o shows same 
p a t t e r n e x c e p t in two c a s e s . Colgate i s n o t found to be 
much popular in cases of e n g i n e e r s and d o c t o r s . 
Hence t h e conc lus ion warranted by t h e s e f i g u r e s 
i s t h a t Colga te i s the most popular brand among a v a i l a b l e 7-^  
brands of t o o t h p a s t e in t h e market . 
Hence the h y p o t h e s i s s t ands t e s t e d and proved. 
HYPOTHESIS -3 
*^^  Buyers a re l o y a l t o t h e i r brand i r r e s p e c t i v e of 
p r i c e . 
Of t h e t o t a l r e s p o n d e n t s in the sample^ 65.2 
p e r c e n t f e e l t h a t the p r i c e of p a r t i c u l a r brand of t h e 
t o o t h p a s t e does no t i n f l u e n c e the choice of the b^ and whi le 
34.8 p e r c e n t f e e l oppos i t e to i t . Hence the hypo thes i s 
mentioned above seems to be c o r r e c t . 
The hypo thes i s can be tes t^ d a l s o by f u r t h e r b r e a k i n g r 
up of the d a t a , Table-9 in the appendices can ^e f u r t h e r 
a n a l y s e d . i n v e s t i g a t e op in ion in d i f f e r e n t g r o u p s . 58.5 
K 
pe rcen t in the income group below Rs.lOOO, 68.6 pe rcen t 
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i n t h e income g r o u p R s . 1 0 0 0 - 1 5 0 0 , 6 5 . 2 p e r c e n t i n t h e 
income g r o u p R s . 1 5 0 0 - 2 0 0 0 / and 8 3 . 3 p e r d e n t i n t h e income 
g roup o v e r R s , 2 0 0 0 r e p o r t e d t h a t p r i c e h a s no i n f l u e n c e 
o v e r t h e c h o i c e of a b r a n d . 
T h i s b l i e f can be f u r t h e r s t r e n g t h e n e d by a n a l y s i n g 
t h e o p i n i o n of d i f f e r e n t b r a n d u s e r s . With r e f e r e n c e t o 
t a b l e - l O i n t h e a p p e n d i c e s ^ 5 9 . 3 p e r c e n t of t h e C o l g a t e 
u s e r s , 5 7 . 1 p e r c e n t of t h e B i n a c a u s e r s , 6 6 . 7 p e r c e n t of 
P romise u s e r s ^ 8 7 . 5 p e r c e n t of t h e F o r h a n ' s u s e r s , 6 6 , 7 p e r -
c e n t of t h e C l o s e - u p u s e r s and 75 p e r c e n t of t h e S i g n a l 
Musers , r e p o r t e d t h a t t h e p r i c e h a s no i n f l u e n c e o v e r t h e 
c h o i c e of t h e b r a n d of t o o t h p a s t e . 
T h i s p r o v e s t h e h y p o t h e s i s . Hence t h i s h y p o t h e s i s 
i s a c c e p t e d . 
HYPOTHELIS -4 
P u r c h a s e of p a r t i c u l a r s i z e of t h e package of t o o t h -
p a s t e i n i n d e p e n d e n t of f a m i l y s i z e . 
Obse rved Da ta /\ppL^iN6^ CHI- SlQi'^K^^ T^^T 
F a m i l y S i z e / c -, , T m ^ T 
p a c k a g e S i z e S m a l l Large T o t a l 
Sma l l 24 3 27 
Medium 49 13 62 
Large 28 24 52 
T o t a l 101 40 141 
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Note; 1. Small size family means family consisting of 
less than 4 members. 
2. Medium size family means family consisting of 
atleast 4 members and atmost 6 members. 
3. Large size family means fanily consisting of 
more than 6 members. 
Sxpecc^ed frequency; 
Family Size/ ^ 
Package size ^ 
Smail 19.3 17.7 
Medium 44.4 17.6 
Large 37.3 14.8 
.^ -2 _ (0-E) ^  
A> ~ E 
0 s t a n d s for observed frequency 
E s t a n d s for expec ted frequency 
Nr2_ ( 2 4 - 1 9 . 3 ) ^ ( 3 - 7 , 7 ) ^ , ( 49 -44 .4 )^ (13 - 1 7 . 6 ) ^ 
./\j~ 19 .3 7.7 44 .4 17.6 
(28-37.3) ^ _( 24 -14_^) ^ 
3 7.3 TTTB 
= 13.73 
2 
"y j^ (ca lcu la t ed va lue) = 13.73 
df = degree of freedom = (c~l ) ( r -1 ) 
= (2-1) (3-1) = 1 x2 
df = 2 
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Let us lake cy- = ,05 
At degree of freedom (df) 2 and or^  = .05 
critical value of'T = 5.99 
INFERENCE ^^x I 
Since c a l c u l a t e d v a l u e ofV i s g r e a t e r than the 
'\/2 ^ 
c r i t i c a l v a l u e ofX . 'yC= /iji, 
Hence the h y p o t h e s i s t h a t the purchase of p a r t i c u l a r 
s i z e of the package of t o o t h p a s t e i s independen t of the 
family s i z e i s r e j e c t e d . 
HYPOTHESIS -5 
u s i n g or no t u s ing t h e same brand of t o o t h p a s t e 
by a l l members of the fami ly i s indi pendent of the income 
group of the consumers . 
= = : = = = = : = = : =:=:=:=s===: 
Income g r o u p i n 





T o t a l 
=====;==:. 
R s . 
= ======= 
==== 
u s e 
==== 
= ==:=:^  
t h e 
=====:=: 
same 










t h e 
= = = = = 
=:==:= 
n o t 
:=:=======: 
u s e 















1 4 1 
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Expected Frequency 















' Y 2 _ ( 5 0 - 4 8 . 9 ) ^ , ( 1 5 - 1 6 . 2 ) ^ (29^26 .3)^^ (6^8 .7 )^ , . 
• A r 48.9 16.2 ^ 26 .3 8.7 
(15 -17 .3 )^ ( 8 - 5 . 7 ) ^ . ( 1 2 - 1 3 . 5 ) ^ ( 6 - 4 . 5 ) ^ 
17.38 5.7 13.5 4 .5 
X'=3. 144 
df = ( r -1 ) (c-1) = (4-1) (2-1) = 3 
= .05 
V = ( c r i t i c a l va lue) = 7.82 
INFERENCE ,Cf^LtVLA:ti> 
The calculated value ofY is less than the critical 
value of j( . This shows that using or not using the same 
brand of toothpaste by all members of the family is indepent 
of the income group. 
Hence the hypothesis is accepted. 
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HYPOTHESIS - 6 
Medic ina l a t t r i b u t e s a r e p r e f e r r e d over non-
medecinal a t t r i b u t e s . 
Of the t o t a l r e s p o n d e n t s , 80.8 p e r c e n t of the 
r e sponden t s r e p o r t e d t h a t t hey give mo3re importance t o 
medecinal a t t r i b u t e s over non-medic ina l a t t r i b u t e s . 
Income wise b reak -up of d a t a a l s o r e i n f o r c e s t h i s b l i e f . 
81,5 p e r c e n t of the income group below Rs.lOOO/ 85.7 p e r -
c e n t of t h e incoire group Rs .1000-1500, 78 .3 p e r c e n t of t h e 
income group R s . l 5 00 t o Rs.2000 and 7 2.2 p e r c e n t of the at 
income group over Rs.2000 g ive more importance t o med ic i -
n a l a t t r i b u t e s . 
This proves the h y p o t h e s i s . 
HYt^ OTHSSlS - a 
The s t a t e of us ing or no t us ing t h e t o o t h p a s t e 
and t u o t h b r u s h of the same company i s independent of t h e 
income group of the consumers . 
Ob£ / / . ^ . - ^ 
Income g r o u p 
= = = ^ = = = = = = = = = = = = = = = 
Below Rs.lOOO 
R s . 1 0 0 0 - 1 5 0 0 
R s . 1 5 0 0 - 2 0 0 0 
Over R s . 2 0 0 0 
2—ss s m ST Z5 :s: = i:: 22 r: c: ::s rr =s « — z: 
To ML 
of t h e same 
Company 





= = = = = = = = = = = = = = = vs 












T o t a l 
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Expected Frequency 
Income group Of the same Company Of not the same 
Company 
Below Ks.lOOO 
R s . 1 0 0 0 - 1 5 0 0 
R s . 1 5 0 0 - 2 0 0 0 
o v e r R s , 2 0 0 0 
3 6 . 9 
1 9 . 1 
1 2 . 5 
8 .9 
25 
1 2 . 9 
8 .9 
6 .2 
K (O-E) E 
"Y^ _ ( 4 2 - 3 6 . 9 ) t. ( 20 -25) ( 1 8 - 1 9 . 1 ) , ( 1 4 - 1 2 . 9 ) 
J\^~ 3 6 . 9 25 1 9 . 1 1 2 . 9 
+ ( 1 1 - 1 2 . 5 ) ^ , ( 1 1 - 8 . 9 ) ^ , ( 7 - 8 . 9 ) ^ , ( 8 - 6 . 2 ) ^ 
~ 1 2 . 5 8 .9 8 .9 6 .2 
= 0 . 7 1 + 1 + 0 . 0 6 + 0 .094 + 0 .18 + 0 . 5 + 0 .41 + 0 . 5 2 
"Y" = 3 . 4 7 4 ( c a l c u l a t e d v a l u e ) 
















-1) = 1x3 
K c r i t i c a l = 7 . 8 2 •:2 ? - c a l c u l a t e d = 3 .474 
'N/1 
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INFEI^NGE 
The c a l c u l a t e d v a l u e of)(^ i s l e s s than c r i t i c a l 
va lue of V* . Hence t h e n u l l h y p o t h e s i s i s be ing a c c e p t e d . 
Th i s means s t a t e of u s ing or no t u s i n g the t o o t h p a s t e and 
too thb rush of the same company i s indepen t of the income 
groups of t h e consumers . 
Hence t h e h y p o t h e s i s s t ands t e s t e d and proved . 
HYPOTHESIS -8 
G e n e r a l l y a l l the members of the family use the 
same brand of the t o o t h p a s t e . 
With r e f e r e n c e t o taia4el7 in the a p p e n d i c e s . 
Of the t o t a l r e s p o n d e n t s 75.2 p e r c e n t r e p o r t e d 
t h a t o t h e r members of the fami ly used the sane brand of 
t o o t h p a s t e which they u sed . 
Income wise ( r e f e r t o t a b l e 17 in a p p e n d i c e s ) , brand 
wise ( r e f e r t o t a b l e 18 in appendices) and p r o f e s s i o n wise 
( r e f e r t o t a b l e 19 in appendices) b r eak -up of da t a a l s o 
c e i n f o r c e s the b l i e f . 
Hence t h e h y p o t h e s i s i s proved and a c c e p t e d . 
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HYPOTHESIS - $ 
Consumers do no t believe in c la ims made in 
a d v e r t i s e m e n t . 
With r e f e r e n c e to t a b l e 20 in appendices^ "tfie 
s tudy shows t h a t of the t o t a l r e sponden t s 4 8.2 pe rcen t 
b l i e v e t h a t c la ims made in a d v e r t i s e m e n t a r e t r u t h f u l , 
22.7 p e r c e n t some what t r u t h f u l , 9.2 p e r c e n t n e i t h e r 
t r u t h f u l nor mi s l ead ing , 4 . 3 p e r c e n t mi s l ead ing and 15.6 
p e r c e n t do n o t have any op in ion over the c la ims made in 
a d v e r t i s e m e n t s . 
We may take the r e s p o n s e s l i k e t r u t h f u l and 
somewhat t r u t h f u l as a s i g n of bt i ieving, c la ims made in 
a d v e r t i s e m e n t . I t corn^-s o u t to be 70.9 p e r c e n t . That means 
70.9 p e r c e n t ifllieve in c l a ims made in a d v e r t i s e m e n t in 
some way. 
Hence we can concli de t h a t consumers bff l^isyin 
c la ims made in a d v e r t i s e m e n t . Therefore t h i s hypo thes i s 
i s a c c e p t e d . 
HYPOTHESIS -10 
Medium ( j . e medium s t i f f n e s s of t he brush) type of 
t o o t h b rush i s most popular among consumers . 
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With reference to table 26 and t ab le 27 in 
appendices. 
Of the t o t a l respondents 58 percent were found 
iasan using medium ( s t i f fness of the brush) type of the 
toothbrush while 30.5 percent sof t type of brush and 
11.5 percent hard type of tooth brush. 
Further break-up of data also show the same 
t rend. 
Income wise 
53.2 percent in the income group below Rs.lOOO, 
68.8 percent in the incompe group Rs.lOOO to Rs.1500, 
63.6 percent in the income group Rs. 1500 to Rs, 2000^ and 
46.6 percent in the income group above Rs.2000 were found 
using medium (s t i f fness of the brush) type of the tooth-
brush. 
Profession wise 
75 percent doc tors , 33.3 percent engineers , 75 
percent businessmen, 53.2 percent teachers and 51.2 percetit 
government employees reported tha t they were using medium 
( s t i f fnes s of the brush) type of the tooth brush. 
Hence t h i s hypothesis 4s found to be co r rec t and 
accepted. 
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HYPOTHESIS - 11 
F a m i l y members a d v i c e i s h a v i n g g r e a t e r impac t 
f o l l o w e d b y a d v e r t i s e m e n t and s e l l e r ' s a d v i c e o v e r t h e 
c h o i c e of a p a r t i c u l a r b r a n d of t o o t h p a s t e . 
I n o r d e r t o t e s t t h i s h y p o t h e s i s we have t o r a n k 
t h e s e t h r e e f a c t o r s of i n f l u e n c e i a d e s c e n d i n g o r d e r 
a c c o r d i n g t o t h e i r i n f l u e n c e . L e t us f i r s t a n a l y s e s e p -
a r a t e l y . 
A. I n f l u e n c e of f a m i l y m.embers o v e r t h e c h o i c e of 
a b r a n d of t o o t h p a s t e . 
Income g r o u p / No t a t 
Degree of Much Less a l l . 
I n f l u e n c e 
Below R s . 1 0 0 0 30 
R s . 1 0 0 0 - 1 5 0 0 14 
R s . 1 5 0 0 - 2 0 0 0 10 
Over R s . 2 0 0 0 2 
Of t h e 141 r e s p o n d e n t s , 5 6 r e s p o n d e n t s (30 i n t h e 
income i r o u p b e l o w Rs. lOOO, 14 i n t h e income g r o u p Rs.lOOO 
t o 1500J 10 i n t h e income g r o u p R s . 1 5 0 0 t o R s . 2 000 and 2 
i n t h e income g r o u p o v e r R s . 2 0 0 0 ) were much i n f l u e n c e d by 
f a m i l y members o v e r t h e c h o i c e of a b r a n d of t o o t h p a s t e , 
33 r e s p o n d e n t s were l e s s i n f l u e n c e d and 52 p e s p o n -
d e n t s f e l t no i m p a c t of f a m i l y members o v e r t h e c h o i c e of 
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We assign a score 2 for much influence^ 1 for 
less influence and zero for no influence. 
Total score 
= 2 (56) + 1(33) + 0(52) 
= 112 + 3 3 + 9 
T o t a l = 145 
Mean s c o r e = 145 /141 = 1 . 0 4 
B . I n f l u e n c e of a d v e r t i s e m e n t on t h e c h o i c e of a 
b sand of t o o t h p a s t e . 
Of 141 r e s p o n d e n t s 59 were much i n f l u e n c e d by t h e 
a d v e r t i s e m e n t o v e r t h e c h o i c e of a p a r t i c u l a r b r a n d of 
t o o t h p a s t e w h i l e 35 r e s p o n d e n t were l e s s i n f l u e n c e d and 
37 f e l t no i m p a c t of a d v e r t i s e m e n t o v e r t h e c h o i c e of a 
p a r t i c u l a r b r a n d of t o o t h p a s t e . 
Much Less Not a t a l l 
Below Rs.lOOO 
R s . 1 0 0 0 - 1 5 0 0 
R s . 1 5 0 0 - 2 0 0 0 
Over .vs .2000 
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A g a i n i n t h e s i m i l a r way a s s i g n i n g 2 f o r much 
i n f l u e n c e , 1 f o r l e s s i n f l u e n c e and z e r o f o r no i n f l u e n c e 
We w i l l c a l c u l a t e mean s c o r e f o r a d v e r t i s e m e n t . 
T o t a l s c o r e = 2 ( 5 9 ) + 1(35) + 0(37) 
= 118 + 3 5 + 0 
T o t a l s c o r e = 153 
Mean s c o r e = 1 5 3 / 1 4 1 = 1 . 1 
C. I n f l u e n c e of s e l l e r ' s a d v i c e on t h e c h o i c e of a 
p a r t i c u l a r b r a n d of t o o t h p a s t e . 
Income g r o u p / 
Degree of Much Less Not a t a l l 
I n f l u e n c e 
Below Rs.lOOO 7 11 47 
R s . 1 0 0 0 - 1 5 0 0 6 7 22 
R s . 1 5 0 0 - 2 0 0 0 2 4 17 
Over R s . 2 0 0 0 5 1 12 
T o t a l 20 23 98 
Of 141 r e s p o n d e n t s 20 were much i n f l u e n c e d by 
t h e s e l l e r s a d v i c e o v e r t h e c h o i c e of a p a r t i c u l a r b r a n d 
of t o o t h p a s t e w h i l e 23 r^^spondents were l e s s i n f l u e n c e d 
and 98 r e s p o n d e n t s f e l t no i m p a c t of t i ie s e l l e r s a d v i c e 
ove r t h e c h o i c e of p a r t i c u l a r b r a n d of t o o t h p a s t e . 
: 58 : 
A g a i n i n t h e s i m i l a r way a s s i g n i n g 2 f o r much 
i n f l u e n c e , 1 f o r l e s s i n f l u e n c e and z e r o f o r no i n f l u e n c e , 
T o t a l s c o r e = 2 ( 2 o ) + 1(23) + 0(98) 
= 4 0 + 2 3 + 0 
= 63 
Mean s c o r e = 63 /141 = 0 . 4 5 
Mean s c o r e = 0 .45 
INFERENCE 
Of t h e t h r e e f a c t o r s of i n f l u e n c e f a m i l y members, 
a d v e r t i s e m e n t and s e l l e r ' s a d v i c e , mean s c o r e of a d v e r t i -
sement i s h i g h e s t and i s e q u a l t o 1 . 1 . 
Hence t h e h y p o t h e s i s i s r e j e c t e d . 
T h e r e f o r e fehis h y p o t h e s i s can be m o d i f i e d a s 
f o l l o w s : 
A d v e r t i s e m e n t i s h a v i n g g r e a t e r i m p a c t ewer 
t h e c h o i c e of a p a r t i c u l a r b r a n d of t o o t h p a s t e f o l l o w e d 
by f a m i l y members and s e l l e r ' s a d v i c e . 
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HYPOTHESIS - 12 
The impact of s e l l e r ' s advice over the choice 
of a p a r t i c u l a r brand of t o o t h b r u s h i s more in 
compar is ion t o o t h e r f a c t o r s of i n f luence l i k e family-
members and a d v e r t i s e m e n t s . 
In o rde r to t e s t t h i s h y p o t h e s i s we have to rank 
these t h r e e f a c t o r s of i n f l u e n c e in descending order 
accord ing t o t h e i r i n f l u e n c e . 
Let us f i r s t a n a l y s e s e p a r a t e l y . 
A. I n f l u e n c e of fami ly members over t h e choice of a 
brand of t o o t h b r u s h . 
Income g r o u p / 





To ta l 
Of the 131 r e sponden t s 52 r e p o r t e d impact of fami ly 
members much, SiS" It^ss and 54 r e p o r t e d no i n f l u e n c e of 
family members over the choice of a p a r t i c u l a r brand of 
t o o t h b r u s h . 
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Let us assign a score 2 for much/ 1 for less 
and zero for no influence. 
Total score = 2(52) + 1(25) + 0(54) 
= 104 + 25 T 0 
Total score =129 
Mean score = 129/131 = .98 
Mean score = .98 
B. Influence of advertisement over the choice of a 
pa r t i cu la r brand of toothbrush. 
Income grou|V 
Degree of Influence 
Below Rs. 1000 
Rs.1000-1500 
Rs.1500-2000 
Over Rs. 2 00 0 
Total 
Of the 131 respondents, 42 reported much influence 
of advertisment over the choice of a p a r t i c u l a r brand of 
toothbrush while 34 repor ted less influence and 55 reported 
no inf luence . 
[uch L e s s 





4 2 34 
N o t 
===== 
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Let us assign a score of 2 for much, 1 for less 
and zero for no influence. 
Total score = 2(42) + 1(34) + 0(55!P 
= 8 4 + 3 4 + 0 
Total score = 118 
Mean score = 118/131 = 0.9 
Mean score = 0,9 
C. Influence of s e l l e r ' s advice over the choice of 
a p a r t i c u l a r brand of toothbrush. 
Much 
Below Rs.lGOO 37 
Rs.1000-1500 18 
Rs.1500-2000 9 
Over Rs.2000 4 
Total 68 
Of 131 respondents, 68 reported much influence 
of s e l l e r ' s advice over the choice of a p a r t i c u l a r brand 
of toothbrush while 21 reported less influence and 4 2 
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Let us assign a value 2 for much influence, 1 for 
less influence and zero for no influence. 
Total score = 2(68) + 1(21) + 0(42) 
= 136 -h 21 4- 0 
Total Score = 157 
Mean score = 157/131 =1.2 
,Mean score =1.2 
INFE.REIJCE; 
Mean score for influence of SELLER'S ADVICE =1.2 
Mean score for influence of FAMILY I^EMBERS = 0.98 
Mean score for influence of ADVERTISEMENT =0.9 
Here we find that the influence of sellers advice 
has larger mean score hence greater impact over the choice 
of particular brand of toothbrush followed by family 
me:;ibers and advertisement. 
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MARKETING IMPLIO^TICNS 
CONCLUSION AND SUGGESTIONS 
******************************* 
Characteristics and trends of Indian market i§ fastly 
changing into buyers market. With the passage of time vm come 
across, new brands of well established as well as of new 
manufacturers. 
To cope with this situation a manufacturer of tooth-
paste and toothbrush should judge their product policy, and 
marketing strategy from the consum&rs point of view. In such 
a situation the primary task of the organisation is to 
determine the ne' ds, wants and values of the target market 
and develop policies and strategies to deliver the desired 
statisfaction more effectively then its competitors. 
1, The mission ot organisation is to satisfy' a defined set 
of wants of a defined group of consumers. 
2, In order to learn these -wants, there should be an 
active programrue of marketing research. 
3. All customer impinging activities must be placed under 
integrated marketing control. 
4. By satisfying consumers, organisation can win their 
loyality, repeat business and favourable attitude. 
Besides the interpretation and conclusions already 
drawn dn the text of the report, it is seen that the inco e 
has least affect over the choice of a brand of toothpaste 
and toothbrush. Small changes in price has almost no influence 
over the purchase decision of consumers. Medicinal attributes 
of toothpaste (Like gum protection, Bre&th freshing and tooth 
whitening capicity) are preferred over other non-medicinal 
attributes (like, fragrance, clour of the paste, taste of the 
paste etc) . Each jiember of a particular family in general use 
the same brand. Regarding the best medium of influence over 
consumers, it is already proved that advertisement is having 
greater impact in influencing consumers to purchase a 
particular brand of toothpaste, it is already proved that 
majority of consumers blieve in claims made in advertisement. 
In case of toothbrush sellers advice is found to be the best i-i^y 
of influencing consumeis. 
Apart froni the problems involv> d in estimating the 
external changing market forces affecting sales (e.g. compe-
titive activity, economic climate, customer attitudes, trade 
attitudes and government controls), tee %ak a marketer has 
to take into account the wide range of forces it can bring to 
bear in order to influence buying decisions. 
Performance of the product. 
A manufacturer should ensure that what he claims in 
the advertisement should be proved by the performance of his 
brand. Since medicinal attributes of the toothpaste influences 
: 64 : 
consumers most affectively, it should be given due weight, 
and every effort should be made that the product includes 
these medicinal attributes. 
A manufacturer can segment the market on the income 
basis by variations in quality offered at different price 
level. A new brand of toohpaste can be introduced for upper 
income group consumers. This brand should have a snob appeal* 
for Such consumers. By concentrating on such most profitable 
buyers by means of product design or promotion, a manufacturer 
can achieve success. 
Advertising: Advertising is one of a number of variable element 
of marketing strategy, operating in a constantly changing 
environment. An organisation should havf urAcise objective, to 
ensure the success of advertising activities. 
In case of toothpaste where advertising is found to be 
effective, the objective should be to inform consumers about 
the product and its qualities in order to maintain loyaljty 
against competing pressures. 
The advertising should be of such nature that stimulat:es 
enquiries. it should provide sufficient informS'tion on price 
change of any important decision which impinges consumers and 
should try to justify tt to the best of satisfaction to consumers, 
Importance of Retailers : 
Retailers influence is found to have an important 
contribution in influencing the purchase decision of a particular 
brand of tooth brush. Functions of retailers are very important. 
They hold stoc; s so that goods are available when required by 
the consumers. They pass information on products to consumers 
and back to producers. 
Hence retailers should be well motivated. The degree of 
motivation provided by the ©nufacturer should depend on the 
manner in which retailing functions are performed. 
APPENDICES 
: 65 : 
Notes: 1. All figures ^e percentages. 
2. Figures in the right hand corner are horizontal 
percentages and those in the left hand corner 
are vertical percentages. 
3. Total may not agr'-e due to approximation. 
TABLE - 1 
Income group Doctors Engineers Businessmen Teachers Govt. Total 
Servant 
Below Rs.lOOO 7.67 l.B 9.2 32.3 49.3 100 
f'29.4\ 1.43 28.6 40.4 72.7 46 
Rs.lOOO 11.4 - 11.4 48.6 28.6 100 
to 
Rs.1500 23.6 - 19 32.7 22.7 24 
Rs.1500 1.3 8.7 26 43.5 8.7 100 
to 
Rs.aOOO 17.6 28.6 28.6 19.2 4.6 16.3 
Over 27.8 22.2 27.8 22.2 - lOO 
Rs.2000 
29.4 57.1 23.8 7.9 - 12.7 
Total 12 5 15 37 31 100 
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